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ABSTRACT
As social acceptance for LGBTQ+ people grows, it is essential to research and
understand more about tourism and its important role in the lives of LGBTQ+
populations. There are tourism communities around the country that may not be familiar
with this market segment and are not sure where to start. This can leave the LGBTQ+
market segment under-represented in the tourism industry. This research sets out to
answer the question, “Can tourism communities who wish to expand to newer
generations of LGBTQ+ travelers market to them successfully?” Mixed research methods
include an exploration of city tourism websites, interviews with tourism professionals,
and focus groups with LGBTQ+ Millennials and Gen Z. From the findings and data
collected, three significant themes, or “theories” in the terminology of grounded theory,
emerged regarding effective marketing for LGBTQ+ tourism: 1) Target LGBTQ+
Millennials and Gen Z by Identifying Products and other Motives of Interest. 2) Reach
LGBTQ+ Millennials and Gen Z Through Targeted Tourism Marketing Ads and
Information Outlets, and 3) Send a Message of Inclusiveness, Acceptance, and Safety to
Millennials and Gen Z. These themes are essential for any community that wishes to
expand its tourism market successfully to LGBTQ+ Millennials and Gen Z. This research
represents a significant first step in understanding those newer generations of LGBTQ+
tourists.
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CHAPTER I - INTRODUCTION
1.1 Introduction
Since taking a sustainable development course as an undergraduate student, I have
had an interest in tourism development. The class and instructor opened my eyes to
something that I had always had an interest in traveling, but it allowed me to see that
there is more to tourism than just visiting another destination. I would eventually begin
work on LGBTQ+ tourism in the last semester of my undergraduate degree in geography
with a research project where I compared different city tourism websites and how they
marketed to LGBTQ+ people. This inspired me to take the idea a step further in graduate
school as my thesis project.
Southall and Fallon (2011) emphasize the importance of the LGBTQ+ community
and their impact on tourism by saying that it is a developing niche. Not only do they
travel often, but they travel more so than the general population. The researchers show
one study where 88 percent of gay men and 57 percent of lesbians have a current passport
in the U.S. paralleled to 29 percent of the general population. Their demand for travel has
pushed many cities or destinations to feature marketing strategies targeting LGBTQ+
people on their official tourism website. These websites also provide information specific
to the interests of the LGBTQ+ community, such as bars, clubs, neighborhoods, and
special events.
The LGBTQ+ community is a robust financial market that continues to grow.
With its already high purchasing power, less likelihood of having children, and more
disposable income, the LGBTQ+ community is often in financial situations that allow its
members to travel more than the general population. Vorobjovas‐Pinta and Hardy (2016)
1

noted that LGBTQ+ people, in many cases, have more disposable income than their
heterosexual counterparts because of the context of their living situations. Many
heterosexual people get married and have children. Getting married and having children
can restrict where you live and where you can get a job and how much money you have
to spend. However, for LGBTQ+ people, especially gay men, there is less chance of
getting married and raising children. LGBTQ+ couples without children are termed
“DINKS” (Double Income No KidS) (Vorobjovas‐Pinta and Hardy 2016). In recent years
this has begun to change, with marriage equality and better access to adoption leading to
more LGBTQ+ people starting to have families. Even though more are starting families,
they are more likely to be financially prepared for children because they can only obtain
them through adoption and surrogacy, which require significant financial planning.
Holidays and vacations are a way for LGBTQ+ individuals to “make sense” of their lives
because it allows them to express themselves more freely. Market researchers and
communities wishing to expand their tourism economy should pay close attention to this
segment (Southall & Fallon 2011).
1.2 Problem
Despite this growing attention, the LGBTQ+ community seems to be underrepresented in tourism marketing in many communities around the country. Places like
Birmingham AL, Savannah GA, and Biloxi MS all have opportunities to market to the
LGBTQ+ but have not yet done so. Even with rising social acceptance, it may take some
communities more time to begin welcoming LGBTQ+ people. With Millennials
continuing to dominate the workforce and Gen Z beginning their college journey, it is
crucial to understand this new wave of LGBTQ+ travelers.
2

It is no secret the LGBTQ+ community has a history as victims of
marginalization, discrimination, physical violence, and even murder. Throughout history,
some examples include the Stonewall Riots in New York City in 1969, where LGBTQ+
people underwent police brutality and invasion of their gay space (Hobson 2016). New
Orleans in 1973 was the location of the upstairs lounge fire that killed 32 LGBTQ+
people of religion, and their friends and family (Downs 2016). The AIDS crisis in the
1980s and 1990s brought a different form of discrimination. Many gay couples found it
difficult to see their sick loved one in the hospital because they were not married or “Next
of Kin.” This type of treatment in hospitals would be a huge push factor towards the fight
for marriage equality (Chauncey 2009). Through this negativity, LGBTQ+ people have
had to hide their sexual identity and be discrete about their lives. However, things have
begun to change in the 21st century, with activists pushing forward to fight for visibility
and rights, and the LGBTQ+ community has grown in number. They have become an
economic power while making up a still small percentage of the population. It is wise for
these tourism communities to see the value of creating a safe and inviting atmosphere for
LGBTQ+ tourists. Understanding what a positive impact the LGBTQ+ community can
make might help push them in that direction. With social change on the rise, and
Millennials and Gen Z becoming more prominent in society, it only makes sense for
emerging tourism communities to understand how they can market towards these future
generations of LGBTQ+ globe trotters.
1.3 Research questions
Can tourism communities who wish to expand to newer generations of LGBTQ+
travelers, market to them successfully? After exploring different city tourism websites in
3

the United States, interviewing tourism professionals, and discussing with LGBTQ+
Millennials and Gen Z, I have highlighted specific themes that communities can use to
market these newer generations’ LGBTQ+ community successfully.
1.4 Purpose
The purpose of this research is to build a better understanding of LGBTQ+
tourism for the future. The study will be useful for communities that wish to expand their
tourism market to LGBTQ+ people. My goal is to inform these communities with the
necessary understanding of why LGBTQ+ people can make a positive impact on the
tourism industry, while also giving them real-life thoughts and opinions from tourism
professionals who are experienced with the segment, as well as ideas on how to market to
them. Others who might find this research useful include business owners directly or
indirectly involved in tourism and researchers with an interest in LGBTQ+ tourism or
tourism in general.
Ideally, I would like to contribute to LGBTQ+ social movements from this
research. The information presented in this thesis might help provide people with
knowledge and understanding that LGBTQ+ is not just a market segment but also people
with feelings, and purpose. With inclusiveness being a huge concern for newer
generations in general, this could give future generations of LGBTQ+ people more sense
of worth.
1.5 Methodology
My research consists of mixed methods to answer my question about LGBTQ+
tourism. First, the foundation of my research comes from peer-reviewed literature and
appropriate web information, such as city tourism websites. This literature explores
4

tourism in general, LGBTQ+ tourism, LGBTQ+ research, generational research, and
focus groups.
Another portion of my research comes from city tourism websites. In my
undergrad, I conducted a study exploring various city tourism websites looking for
LGBTQ+ content. The purpose was to see what successful LGBTQ+ destinations were
currently doing to market to this segment. In this thesis, I have expanded upon my city
tourism website research as added information about what communities are currently
doing to market to this segment.
Next, I have conducted formal interviews with tourism professionals working for
different tourism organizations. This allowed me to gain firsthand knowledge of
LGBTQ+ tourism marketing, so that I may be able to highlight in my findings what is
currently being done to market to this segment.
Perhaps the most significant part of this project has been the organization of a
focus group for LGBTQ+ Millennials and Gen Z. In this focus group, we discussed
various topics around tourism and travel in a relaxed environment, where students can
voice their opinion and concerns about tourism-related issues. Here, I found motives,
concerns, and behaviors when it comes to travel. This gave me a better understanding of
what younger LGBTQ+ people look for in places that they visit and ultimately guide
tourism communities in successfully market to them.
The last step was to use a modified version of grounded theory to identify similar
themes from all the different data collected. Comparing these different sources of
findings has highlighted several different themes that show what tourism professionals
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are successfully doing and where they might need improvement on younger generations
of LGBTQ+ travelers.
1.6 Terminology
I often use one term in this research: LGBTQ+, which stands for Lesbian, Gay,
Bisexual, Transgender, and Queer/Questioning, plus others. Moreover, any of those terms
can describe individual identities in this research accurately. The acronym LGBTQ+ is a
more updated version of LGBT, which is considered by some to be less inclusive. The
terminology has evolved over the years as inclusiveness has become a significant priority
for the community. Other acronyms include LGBTQIA, with the letters I and A
representing Intersex and Asexual or Ally. A Google search shows there is a disconnect
when it comes to the most proper acronym to use. Through research, I found that
different organizations use different forms of abbreviation. Many tourism websites use
LGBT, while other organizations use LGBTQIA. In recent years, one of the resources
that I have used for this thesis, CMI, has changed its acronym from LGBT to LGBTQ
(Community Marketing & Insights 2015). Nevertheless, for this paper, I chose to use the
acronym LGBTQ+ because I found it to be the most commonly used. The plus symbol
(+), in the end, acknowledges that there are more identities in the community than just
LGBT and therefore is more inclusive.
Two other terms that I often mention in this thesis are Millennials and Generation
Z. These two terms are the names of the two most recent generations that humans are
categorized based on their birth year. Millennials who follow the previous Generation X,
typically have birth years in the 1980s and early 1990s. Like other generations before
them, the attitudes and life outlooks of Millennials have been shaped by events and their
6

environment. For the most part, they are all post-college adults. Unlike previous
generations, they spent their twenties focused more on education and careers than starting
families. They are well on their way to being one of the most educated generations to
date, with one in three having at least a bachelor’s degree. However, they are not perfect
and not always seen in the best light. Older generations can often pin Millennials as
“entitled” and “overconfident.” This perception could be formed from older generations
being raised in a healthier economy, and the unmatchable expectations Millennials have
today. Generation Z is the generation directly after Millennials and has birth years from
the late 1990s to 2010. Because they are still in early adulthood, there is still much about
them we do not yet know. We do know that they are the most racially diverse, they make
up a quarter of the U.S. population, and have lived their whole lives in the age of modern
technology, like the Internet (Seemiller and Grace 2016).
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CHAPTER II - LITERATURE REVIEW
2.1 Tourism and Geography
Geography is a discipline with many different traditions, ranging from human
economics and politics to physical weather and land formations. Geography is also fully
engaged in modern technology, such as Geographic Information systems (GIS) to create
maps and help solve spatial problems. The American Association of Geographers (2020)
says that "Geography asks the big questions — Where? How? Why? What if? —
Furthermore, it gives the perspective to answer them with advanced technology and a
solid knowledge of the world in which we all live." Adding to this definition, they quote
Dr. Peirce F. Lewis of Pennsylvania State University, who says: "Geography is the only
subject that asks you to look at the world and try to make sense of it. The field never stops
being exciting because that's what geography is all about - trying to make sense of the
world." (American Association of Geographers 2020). However, tourism can also be
considered a tool for learning more about the world. Nelson discusses the curiosity that
people have about the world and understanding why? Where? And What? Have led to
travel—thus, connecting geography and tourism (Nelson 2013).
2.2 Tourism in General
The United Nations World Tourism Organization defines tourism as "activities of
persons traveling to and staying in places outside their usual environment for not more
than one consecutive year for leisure, business, and other purposes." (World Tourism
Organization) This simple definition is the foundation for one of the world's largest
industries that thrive on the very idea of visitors. When people travel outside their
community to another, they are visitors. Moreover, if they spend money in that
8

community, they are contributing to the local tourism economy. So, tourism is used in
geography to learn more about the world, but it is also a means of economic development
for communities.
The economics of tourism can be large scale and vital to specific communities.
For example, Las Vegas Nevada is world-renowned for its casinos and nightlife
entertainment that pull people into the city. For several decades, tourism has built the
Vegas economy from its origins as a small community in rural Nevada. Las Vegas grew
to almost 7 million visitors by 1970, and recently the Las Vegas Convention and Visitors
Authority recorded 42.5 million visitors in 2019 (Las Vegas Convention and Visitors
Authority 2020). For some communities, tourism can be much smaller and used more to
encourage people to stay longer in a city they are visiting. The African American Military
History Museum and Eureka School Civil Rights Museum in Hattiesburg MS is good
examples of a smaller tourism community. The idea is that any person visiting
Hattiesburg for work or other business can be motivated to leave their hotel room and
enjoy the area while also spending money (Miller and Cochran 2013).
Figure 2.1 African American Military History Museum

Photo retrieved from http://www.hattiesburguso.com/index.cfm/african-american-military-history/
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As one of the leading industries in the world, tourism is continuing to grow every
year. There are national and even world organizations such as the World Travel &
Tourism Council and the United Nations World Tourism Organization that collect data
every year to show this growth and the impact tourism has. In 2018, tourism grew by 3.9
percent and represented about 10.4 percent of the global economy. Globally, 319 million
jobs, or 10 percent of the overall job market was related to tourism (World Travel &
Tourism Council, 2019). Internationally, 1.4 billion people visited another country in
2018, and those figures are anticipated to rise to about 2 billion in the next ten years. In
2018, tourism spending was at an all-time high of $1.7 trillion, up from $1.22 trillion in
2016 (World Tourism Organization).
Tourism is not all perfect numbers and growth; the industry also has does come its
challenges and vulnerabilities. Adam, from The Wall Street Journal, writes about tourism
in Iceland and talks about how Iceland has improved its economy by marketing its
features, such as beautiful landscapes, hospitality, and hot springs, to name a few. This
turn towards tourism promotion helped bring in tourists from all over the world to this
relatively small county. Around 2.2 million visitors were expected to visit in 2017, five
times more than in 2010. This has had a positive and negative effect on the tiny nation of
under 350,000 citizens. Before tourism, Iceland relied on its fishing industry for
economic support, but Iceland's economy struggled. The government decided to use its
beautiful landscapes, milky blue hot springs, and friendly citizens, to market heavily
towards tourism and completely turned their economy around. This brought in problems
such as overcrowding and higher housing and rental costs for the locals who live there.
More trash on the street and more hotels and commercial architecture transformed the
10

landscapes that locals had come accustomed to and loved. The government of Iceland's
new goal is to figure out a plan to help create a balance with keeping its residents happy
and having a thriving tourism economy (Adam 2017.)
As I am writing this thesis, the world is going through a global pandemic from the
virus Covid-19. This virus is affecting almost every country in the world, and the end is
not yet in sight. Because of the way the infection spreads, it is changing the way
businesses can function. Restaurants are mostly doing food delivery services or curbside
pickup with no dine-in amenities. Grocery stores and essential retailers are allowing
limited people inside at a time. Many businesses such as gyms, salons, and clothing
retailers are closed down entirely because of their high risk of contributing to the spread
of the disease. This, of course, is changing how people interact and socialize. The phrase
"social distancing" is becoming a widespread practice in the fight against this disease,
and industry like tourism, in which socializing is very common, is seeing massive
changes. The United Nations World Tourism Organization (UNWTO) claims that the
tourism sector is among the hardest hit by the effects of Covid-19. Furthermore,
considering how this disease is continuing to spread, it is too early to see the overall
impact. The UNWTO predicts that international tourism and travel could see a 20 to 30
percent decline in 2020 as opposed to the 3 or 4 percent increase predicted earlier in the
year. This can, of course, translate to billions of dollars lost to the industry. Despite this
dramatic change in the tourism industry, the UNWTO emphasizes that people's health
and safety should be first. At this time, people should only travel if necessary, and those
who do travel should follow WHO guidelines to protect themselves and those around
them (World Tourism Organization).
11

2.3 Tourism Niches
There are numerous niches of tourism that appeal to individual interests of all
sorts. Shopping tourism might take a person to Rodeo Drive in Beverly Hills or 5th Ave
in New York City. On the other hand, nature and wildlife tourism motivates travel to
national parks and other scenic attractions (The Art of Travel 2018). “Dark tourism” is a
niche that involves visiting places with a dark history, such as genocide, assassination,
torture, and incarceration (Lennon 2017). In Lennon’s article about dark tourism, he
explains that humans throughout history have always been intrigued by the idea of death
and suffering and are attracted to various sites where these things have happened (Lennon
2017). He mentions the Coliseum in Rome, where gladiators would fight to the death and
places in London where public executions would occur. Even here in the U.S, American
Civil War sites such as Manassas were sold for potential tourist sites the day after the
event took place, this highlighted the fascination people have with locations of death and
disaster (Lennon 2017).
On a lighter note, Long explains that culinary tourism involves food as a motivator
or vehicle for traveling the world. While exploring new foods in different places, the
individual will also learn more about the culture of that community (Long 2004). New
Orleans is a prominent example of a tourism city that is well known for its distinctive
cuisine, in addition to its entertainment and nightlife.
Having an understanding of different tourism niches can help with a community’s
tourism development. When a community knows what’s special or unique about their
destination, they can focus on that as their niche.
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2.4 LGBTQ+ Tourism
LGBTQ+ tourism is another niche that, in recent decades, has become more
prominent in tourism research. This niche of tourism includes developing and marketing
strategies that promote tourism products and services to LGBTQ+ people (European
Travel Commission 2019). Within this general definition, numerous specific components
are being addressed, such as history, acceptance, motivations, concerns, and behaviors.
Today, the U.S has many places that are successfully marketing towards LGBTQ+
people. Specific tourism products and services made for LGBTQ+ people can easily be
found with a simple Google search or joining a social media group related to LGBTQ+
tourism and travel. Convention and visitors' bureaus and local tourism organizations
around the county have tapped into the LGBTQ+ segment by including information such
as recommendations, events, history, wedding info, locations of bars, clubs' restaurants,
and gay neighborhoods on their tourism website.
While providing all the above information, the San Francisco Travel Association
tells potential visitors to "Come visit the city that practically invented gay" while also
providing stories about locals and places that are part of the LGBTQ+ history of the city
(San Francisco Travel Association 2019). Even in the South, the city of New Orleans has
recognized the value of marketing to LGBTQ+ people. The New Orleans tourism website
offers all the same suggestions and features like San Francisco but adds its New Orleans
flare. The site creates flare with imagery of LGBTQ+ friends and couples, with the
French Quarter in the background as well as rainbow flags hanging off the buildings. The
New Orleans website also creates a friendly and accepting image for LGBTQ+ People of
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Color or interracial couples, families, and those who want to get married in the city (New
Orleans & Company 2020).
These tourism websites did not just choose these marketing strategies arbitrarily.
It is the job of a tourism market researcher to study, collect data and learn the
motivations, concerns, and behaviors of LGBTQ+ people so they can effectively market
them on these websites or any other social platform. Community Marketing & Insights
has been doing LGBTQ+ consumer research for over 25 years. Some of their methods for
collecting data include surveys, personal interviews, and focus groups. Every year, they
update their research for the LGBTQ Tourism and Hospitality Survey and post the report
overview for free online. It is an in-depth report that shows the different facets of
LGBTQ+ tourism, such as their economic impact, travel preferences, motivations, and
even generational differences. It is designed to help with planning and communications
for tourism communities that wish to strengthen their LGBTQ+ tourism (Community
Marketing & Insights 2019). The most recent report for 2019 includes a survey of 5,355
self-identified LGBTQ+ people in all 50 states and spans through Millennials, Gen X,
and Baby Boomers. Questions were asked, such as: "How many trips have you taken in
the last 12 months? Furthermore, of those trips, which ones were leisure and which ones
were personal or business-related?" This question displayed that most of the respondents
were taking lots of trips every year with the average three leisure trips per year, and 32
percent said they took over four leisure trips per year. Generational differences included
questions regarding motivations, acceptance, and types of lodging accommodations.
According to the survey, Millennials were more likely to use Airbnb over traditional
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hotels than Gen X and Baby Boomers. This might have to do with affordability and
Millennials feeling the need to be more immersed in the community they are visiting.
The Community Marketing & Insights report also surveys favored destinations for
LGBTQ+ people. Even though San Francisco is considered the most iconic gay
destination in the country and arguably the world, there are far more LGBTQ+ people
traveling to New York City for leisure purposes than any other city. The size of the city
and its many attractions alone could be among the main reasons for the interest as well as
NYC's history of civil rights. More generational differences include what types of
attractions for LGBTQ+ people. For example, Millennials are more interested than their
preceding generations to want an urban experience with nightlife. Older generations are
more concerned with being in a location with natural beauty and low crime rates
(Community Marketing & Insights 2019). The work that CMI does is essential for
understanding LGBTQ+ tourism and where it might be heading. Why, however, is it
important to market to LGBTQ+ people?
2.5 LGBTQ+ Economic and Financial Impact
According to Gates (2015), about 9 million people in the country identify as
LGBTQ+, which is only 3.5 percent of the country. However, measuring the LGBTQ+
community is not easy. As Gates points out, the above estimate of LGBTQ+ people in the
U.S could be affected by the individual's unwillingness to participate in surveys or
identify themselves as the correct sexual orientation because of fear (Gates 2015).
Including these "closeted" people could increase those numbers significantly. From
another source, LGBTQ Capital has estimated a population of 22 million LGBTQ+
people in the U.S, which is more than twice the amount that Gates suggests (Community
15

Marketing & Insights 2015). For this study, it is safe to say that the LGBTQ+ population
in the U.S is very likely between 3 and 8 percent, a small but significant portion of the
general population.
It is important to know these basic demographics of LGBTQ+ in the U.S. to
appreciate the positive impact they have. LGBTQ+ Capital is an online source that
provides information and statistics on the economic impact of LGBTQ+ people
worldwide. The website claims that the combined household wealth of LGBTQ+ people
within the U.S. is at about $5.6 trillion, and the "Pink Dollar" or LGBTQ+ purchasing
power is at $1 trillion. LGBTQ+ people in the U.S spend about $22.1 billion USD
annually (LGBTQ+ Capital 2018). In 2015, CMI surveyed 3,772 adults across the U.S
who identify as LGBTQ+. Of this sample, they found that around 67 percent of this
group made over $50,000 a year. Additionally, many respondents were either single or
partnered with double income. (Community Marketing & Insights 2015). Comparing this
to the general population can be difficult, because of many different factors. Prudential
Insurance Company put out a survey comparing LGBTQ+ finances with the general
population and found that men in the general population make more money than any
other group. Furthermore, the survey also shows that no matter what sexuality, all men
still make more money than women of any sexuality (Prudential 2017). The survey shows
that there is more of an income disparity between genders rather than sexual orientation.
However, the survey does not take into account double incomes with no children, which
is typical for many LGBTQ+ couples.
Vorobjovas‐Pinta and Hardy (2016) find that LGBTQ+ couples in many
circumstances have more disposable income than their heterosexual counterparts. This
16

has a lot to do with the context of their living situations. Heterosexual couples are more
likely to have children, which can significantly impact the amount of disposable income
the family may have for travel. For LGBTQ+ people, particularly gay men, there is still
less of a chance of marriage and raising children. LGBTQ+ partners that do not have
children usually have more disposable income because they are Double Income No KidS
or "DINKS" (Vorobjovas‐Pinta and Hardy 2016). DINKS can use their money to live in
more expensive homes and cities and take vacations more often each year. In recent years
this has started to change. With gay marriage legislation passing in every state as of 2015
and more access to adoption, more LGBTQ+ people are beginning to have families.
Southall and Fallon (2011) emphasize that LGBTQ+ tourism is increasing and
that tourism destinations are beginning to capitalize on this segment because of their
economic impact. Vacations and traveling are a means for LGBTQ+ people to "make
sense" of their lives because it allows them to express themselves more freely. They say
the LGBTQ+ community is a growing segment that requires more research attention
because they travel often than their heterosexual equivalents. In terms of international
tourism, 88 percent of gay men and 57 percent of lesbians have a current passport in the
U.S, compared to 29 percent of the general population. Because of this higher demand for
travel, more destinations are marketing to LGBTQ+ people on their official tourism
websites, which provide information specific to the community, such as bars, clubs,
neighborhoods, special events, and other places of interest (Southall and Fallon 2011).
Richard Florida theorizes that thriving cities are not succeeding because of
traditional economic development, such as resources or business building. They are
successful because creative people want to live there, and development follows those
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people. Creative people are looking more for experiences, diversity, and validating
themselves. He classifies LGBTQ+ people in a group he calls the "creative class" and
finds that cities with large concentrations of high-tech industries also have a high amount
of LGBTQ+ people. The connection is that high-tech cities' success can be built from
large amounts of creative minds as well as diverse people, including LGBTQ+ (Florida
2003).
The above literature intends to help tourism communities understand the
economic and financial impact of the LGBTQ+ community. This information is essential
because it can help encourage and guide tourism communities into expanding to them.
Knowing how much money is spent on tourism and other products by the LGBTQ+
community can help create a strategic plan for marketing. Also, seeing how LGBTQ+
creative minds can positively impact cities can be an incentive to expand tourism
marketing.
2.6 LGBTQ+ History
The LGBTQ+ community has a history of suffering from marginalization,
discrimination, physical violence, and even murder. Understanding this history is notable
on a social level but also for future tourism research. One of the most well-known parts
of American LGBTQ+ history is the 1969 Stonewall riots. The Stonewall Inn in New
York City erupted in violence because police officers were trying to enforce specific laws
and restrictions on LGBTQ+ people within their own spaces. This event would ignite the
flame for more visibility. LGBTQ+ activists would form the Gay Liberation Front, to
help fight back against the mistreatment of the community and create awareness.
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Although the Stonewall riots occurred in NYC, the influence spread across the country
and the world (Hobson 2016).
Even though the Gay Liberation Front was rising and increasing awareness, there
would still be devastating tragedies to come that would shake the community. One of
these tragedies occurred in 1973 In New Orleans, where a group of individuals met in an
upstairs lounge above a bar in the French Quarter. It was a place where LGBTQ+ people
and their friends and family could practice their faiths in a safe, non-judgmental
environment. However, on this night, an unidentified person approached the building,
poured gasoline all over the entryway, and set the building ablaze. While many people
were able to find their way out, unfortunately, 29 people would not make it out alive
(Downs 2016).
Figure 2.2 Upstairs Lounge Fire

June 25, 1973 headline from the Times-Picayune newspaper following the Upstairs
Lounge fire in New Orleans, Louisiana. Photo retrieved from https://www.nps.gov/articles/lgbtqmemorials-upstairs-lounge-arson-attack-new-orleans-la.htm
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In October of 1998, in the small town of Laramie WY, a young man named
Matthew Shepherd would be found tied to a cow fence, out in the middle of a field. He
was found alive but in critical condition. Two young men around the same age as
Shepherd had beaten, tortured, verbally abused, taken his money, and left him to die. He
was taken to a hospital in Colorado, but he soon succumbed to his injuries. It soon came
out in the media that Shepherd was a "homosexual" and that the motive for his murder
was because of his sexuality. The death of Matthew Shepherd was one of the first hate
crimes towards LGBTQ+ people that got lots of media attention, in turn providing
visibility and awareness for hate crimes in general (Dunn 2010).
In recent history, we saw the devastating mass shooting of LGBTQ+ people in a
gay night club in Orlando, Florida. With 49 people killed and 53 wounded, the Pulse
nightclub shooting was the worst mass shooting in American history and directly targeted
the LGBTQ+ community, specifically LGBTQ+ People of Color. The shooting would
strike people within the community with fear for their safety and the safety of their loved
ones. This fear was especially significant for lesbians and transgender women because,
on top of being in the LGBTQ+ community, they also identify as women. LGBTQ+
People of Color were also particularly fearful because of their "queer" identity and skin
color (Stults et al. 2017).
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Figure 2.3 Pulse Nightclub

Memorial for the victims of Pulse Nightclub Shooting. Photo taken by John Raoux. retrieved
from https://www.nbcnews.com/news/us-news/pulse-nightclub-shooter-used-google-during-three-hourstandoff-police-n971131

Stonewall, the Upstairs Lounge Fire, Mathew Shepherd, and Pulse Nightclub, are
just some of the acts of violence against LGBTQ+ people. These examples show the
discrimination and violence that the community has gone through and can still go through
today. However, hate crimes are not the only challenges that LGBTQ+ people have had
to go through. The AIDS crisis began in the early 80s and would become a dark and scary
time for the community, especially gay men. It was a time of confusion because there
was little known about the disease. Men who became sick would often become bedridden
in the hospital. Because gay marriage did not exist, partners of those hospitalized had no
rights to see their sick loved one in the hospital nor claim to their belongings after their
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death. This was one of the significant motivators in the fight for gay marriage (Chauncey
2009).
Before any tourism community dives into the LGBTQ+ segment, it is essential to
know their history. Understanding of LGBTQ+ history can allow tourism communities to
see them as people who have gone through a dark period to fight social injustice.
Understanding LGBTQ+ people in this light can help tourism marketers successfully
reach out to them. It can help in terms of what should be said in marketing ads, how to
treat and acknowledge LGBTQ+ couples, and what types of specific tourism products
can attract them.
2.7 Geography and Gay Space
LGBTQ+ geography is a relatively new frontier for geographers. According to
David Bell, back in the early 90s, research on lesbian and gay men was swept to the side
by geographers, even though sexuality and space in society were already significant (Bell
1991). Geographical location is significant for LGBTQ+ people. Being in one place for
an LGBTQ+ person can mean safety, equal rights, and great wellbeing. On the other
hand, location can mean marginalization, physical violence, and even death. Research
shows migration patterns of gay men in North America and found that gay men move to
places where they feel the safest, and these places are often large cities (Lewis 2014). The
"homosexual" and the city go hand in hand, and since ancient times, they found their way
to the city for different reasons. One reason was to escape the sexual and social
restrictions of rural life. There are more people to meet in the city, more opportunities to
meet others who are similar, and less worry about following a specific mold of a smaller
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community. Because of these conditions, the city is a more suitable environment for
homosexual expression (Aldrich 2004).
Another reason why LGBTQ+ people may concentrate in larger cities is because
of their economic and financial situations. With LGBTQ+ people being less likely to
raise children, especially gay men, there is more disposable income to live in larger, more
accommodating, and expensive cities like San Francisco. Gay men and lesbians also
display differences when choosing cities to live. Minneapolis- St. Paul MN and Portland
OR have a much higher lesbian concentration than gay men (Black et al. 2002).
In some ways, LGBTQ+ people have helped shape the way cities are today. Cities
around the world have districts or neighborhoods that are predominantly occupied by
LGBTQ+ people. These places create a visual landscape of gay-friendly bars, restaurants,
bookstores, and other establishments embellished with rainbow flags and other symbols
that support the community. Pride parades are common across the world in cities of all
sizes and attract not only LGBTQ+ people but anyone who wants to enjoy the festivities
(Aldrich 2004). New Orleans has its pride parade every year, and the LGBTQ+
community is also heavily involved in Halloween, Mardi Gras, Easter, and St. Patrick's
Day events. Southern Decadence is a New Orleans gay event that is unique to the city. It
is the largest gay event in the city and attracts thousands of LGBTQ+ people worldwide
(New Orleans & Company 2020).
A component of LGBTQ+ geography is the idea of gay space. Gay space is a
social space that allows LGBTQ+ people the comfort and safety to express themselves in
an environment free from judgment. Some of these spaces can include bars, clubs, cafes,
and even residences (Kauhanen 2015). Heterosexuality is the predominant sexual
23

orientation and therefore occupies more space, making LGBTQ+ people feel invisible,
stigmatized, and oppressed. This can lead to the need to express their sexuality, and often
the best way to do this is travel. When traveling, LGBTQ+ people may find gay space in
cities or communities with areas that have gay bars, restaurants, cafés, bookstores, and
other places where LGBTQ+ people gather. In these places, LGBTQ+ people can be
more open and expressive about their sexuality and feel safe, with no discrimination.
Blichfeld, Chor, and Milan (2013) explain that because LGBTQ+ people do not have a
geographical homeland, they have to create their own spaces within the rest of society.
However, even though many LGBTQ+ feel the need for gay space, many do not think
this way. From the interviews in their research, the authors found that many people look
at accessible gay spaces as an environment where discrimination is practiced within the
community itself. Gay spaces can often attract the "elite" LGBTQ+ people, or people
who are wealthy, good looking, and part of a high-class community network. This can
make many LGBTQ+ people feel unworthy of specific gay spaces and forced to seek
community in other places. Some may look at gay space as if it were a "zoo," as one
interviewee put it because LGBTQ+ people and especially gay men are often confined to
small spaces such as bars, and heterosexual onlookers may view them as if they were
animals (Blichfeldt et al. 2013). Examples of this include the Castro in San Francisco and
parts of Bourbon Street in New Orleans, where gay bars are abundant and in high foot
traffic areas.
LGBTQ+ individuals are cautious of their surroundings because of negative
attitudes that the general public can throw at them. These negative attitudes can culminate
in verbal harassment and physical violence. This typically leads to these gay spaces
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forming in areas that are more socially progressive and accepting of LGBTQ+ lifestyles
(Apostolopoulou 2016). These factors are essential in tourism and travel, but also in
where people decide to live. Research on gentrification and gay neighborhoods in Atlanta
finds that one of the biggest reasons that LGBTQ+ individuals decide to move to the area
is because they heard of its excellent reputation as being gay-friendly and safe (Doan
2011).
In another study on gay spaces, Smart and Klein (2013) examine the concept of
"neighborhoods of affinity," which refers to neighborhoods that attract people from
specific social backgrounds and offer more benefits than just safety and friendliness.
They mention Italian, German, Chinese, and even LGBTQ+ communities where people
might prefer to live because others like themselves surround them and close to
restaurants, shops, and other businesses related to their social preference. The research is
centered around LGBTQ+ individuals living in neighborhoods of affinity. They find that
those who live in such neighborhoods have significantly less travel time than those who
live elsewhere because they are so close to the restaurants, stores, hangouts, and in some
cases, places of work, that they do not need to travel far from home.
In some cases, gay spaces themselves can become tourist attractions. San
Francisco is known as the "gayest" city in the world. There is more than just one gay
neighborhood in the city, and the city as a whole is incredibly proud of their gay
neighbors. There is a history of gay rights and sexual revolution in the city, particularly in
the Castro district, which is now one of the most popular tourist neighborhoods in the
city, according to the San Francisco Travel Board (Boyd 2011).
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2.8 The LGBTQ+ Experience
Interviews conducted with Central Appalachian college students find that living in
rural areas can contribute to higher levels of prejudices towards LGBTQ+ people. They
also found that a lack of knowledge surrounding LGBTQ+ people, such as AIDS being a
“gay disease,” can influence how people feel about the community (Eldridge et al. 2006).
A similar study was done with college students at Midwestern Wisconsin University,
where they surveyed students from different majors to understand their thoughts on
LGBTQ+ acceptance. It was no surprise that students in the arts were more supportive of
LGBTQ+ rights, with 100 percent of them agreeing that LGBTQ+ people should have all
the same rights as everyone else. However, it was a bit surprising to see that students in
engineering technology were mostly divided on the issue, with 40 percent either
undecided, disagreeing, or strongly disagreeing (Johnson and Greeley 2008).
Homophobia is alive and well, and there are people out there who choose to
discriminate against LGBTQ+ people just because they are different. That being said,
there are more complicated situations where boundaries can be crossed, which can create
a negative image for their community. A study where a small town in Mexico, had
become a popular tourist attraction for a diverse tourist population, the community began
to see a considerable increase in LGBTQ+ visitors, particularly gay men. The research
found that the residents of the small tourist community had negative attitudes about the
gay tourists that visited their town. Upon further research, they would find the residents
were mainly concerned with the behavior of gay men during their visits. Through
interviews, they found that residents of the tourist’s community had witnessed too much
sexual display in the public setting, and this was not something they supported, for gay or
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straight people. It caused too much discomfort among tourists (Hughes, Monterrubio, and
Miller 2010). Whether or not that was the only reason they did not wish to expand further
to the LGBTQ+ community or not, this does give some insight into how host
communities might look at LGBTQ+ tourists. Understanding how people feel about
LGBTQ+ tourists or people, in general, is vital in understanding why specific cities are
expanding their market to them and why others are not.
Experiences of travel are essential when researching LGBTQ+ tourism. If a
destination or community wants to expand to this market, understanding how to treat
them is necessary. It is well known that LGBTQ+ people can be the victims of verbal and
even physical abuse in any setting. It is crucial to understand that even non-offensive
language or behavior can be offensive to LGBTQ+ people in tourism. Through
interviews, Yaniv Poria (2006) found that most of the negative hotel experiences were
caused by hotel staff. One gay couple on their honeymoon, was upset because the hotel
automatically assigned them a room with two beds instead of one large bed. A lesbian
couple on their honeymoon were welcomed in their hotel room with a bottle of
champagne with a note that said, “Welcome, Mr. and Mrs.” Although this may not be
considered blatant discrimination, it serves as an opportunity for hotels and businesses to
create a business model or ethics training to address these potential situations that can
turn into a problem. If a customer is paying money at an establishment, they should be
respected in every way possible no matter who they are.
Blatant discrimination is a common occurrence for LGBTQ+ people who travel.
Most resorts and hotels, travel agencies, and theme parks have non-discrimination
policies to help guide employees to treat everyone equally. Airbnb allows individuals to
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advertise their home or space to travelers. People use Airbnb as an alternative to hotels
because they prefer a “homier” feel and, in some circumstances, a more affordable place
to stay. A potential issue with Airbnb is that because it has individual users, they can
research potential guests, and discriminate against them if they choose to. They can turn
away People of Color, different religions, and even LGBTQ+. A study of Airbnb
customers in Dublin Ireland shows how owners can easily discriminate against
customers. The method was clever and consisted of fake requests from different couples,
such as gay couples, lesbian couples, and straight couples to Airbnb renters. They used
the responses as a base for their results. The experiment found that gay couples were 2030 percent more likely to be turned away by the Airbnb renter than any other type of
couple (Ahuja and Lyons 2017).
2.9 Not All LGBTQ+ People Are the Same
The LGBTQ+ community is not the same across the board. The fact that they are
part of a more significant social movement does not mean they will enjoy the same
activities or environments. Gay men and lesbians do not always prefer the same type of
leisure experiences, and the same is true for bisexuals and transgender people, as well as
age and those with children.
Older Gay Men
Gay men have the reputation of trying to stay young forever; this may translate in
the way they dress, their activities, and their tendency to go to clubs with a younger
crowd. Hayjek and Giles (2002) say in their article that the importance of physical
appearance among younger gay men can be very hard on older gay men, and in some
cases, more so than older heterosexual women (Hayjek and Giles 2002). In some
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instances, older gay men may avoid places like bars or clubs that are surrounded by
younger gay men, for fear of being judged because of their age (Hughes and Deutsch
2010). Fox (2007) claims that gay men reach the status, of "Old" or older, at around the
age of 35. This might be because they feel as though they are beginning to lose some of
their sexual attractiveness. Because lots of gay men emphasize beauty, this can cause
older gay men to feel alienated and outcasted (Fox 2007). One way that tourism is
addressing this issue is creating spaces for older LGBTQ+ people. Many different tourist
destinations and organizations market to older gay men in particular. Places like Palm
Springs, CA, and Provincetown, MA, have a unique feel that might be more inviting and
comfortable for older generations. Here, they can have a place to meet others without the
hustle and bustle of the big city. The plus side of marketing to older gay men is, they tend
to be more established and financially stable (Palm Springs Bureau of Tourism 2019).
Millennials
Although older generations are assimilating into the modern tech society, there
are some noticeable differences between younger and older generations. Community
Marketing & Insights has several surveys where they lay out the differences between
generations. One study found that Millennials are less likely than Gen X and Baby
Boomers to go on LGBTQ+ themed or promoted cruises. They are more likely to go on
general mainstream cruises instead. This could have a lot to do with affordability,
whereas a gay cruise would be more expensive than a general cruise. CMI found that
Millennials are less concerned with LGBTQ+ friendly reputation and more concerned
with having a lower price offer for hotels and lodging. Boomers were on the opposite side
and more concerned with an LGBTQ+ friendly environment than price (Community
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Marketing & Insights 2018). This could be because Boomers are more likely to be
financially established and have more disposable income than Millennials. Millennials
are more interested in going to specific areas or events, such as gay neighborhoods,
nightlife events, and even pride celebrations. Millennials are also more accepting and
partial to newer technology such as travel apps, so they prefer to book hotels through
them first instead of a travel agent or the hotel website. Moreover, when it comes to
specific types of accommodations, Millennials are more open to rental-by-owner and
sharing economy like Airbnb and hostels (Liberato 2018).
LGBTQ+ Families
LGBTQ+ families are another subgroup within the LGBTQ+ community that can
have different travel preferences. Understanding these differences requires an
understanding of how they are constructed. LGBTQ+ families can include a same-sex
couple with or without a child, a single lesbian mother, or a single gay father. These
families are often extensions of heterosexual or traditional families (Demo and Allen
1996). In a vast majority of cases, LGBTQ+ families are forced into planning. Because
they cannot have children the same way that heterosexual families do, they must adopt, or
surrogacy, unless they have children from a past heterosexual relationship. So, children
are never "Accidental" (Stacey 2006). This can, of course, help them in planning
financially for children, which may lead to them having more disposable income. Having
more disposable income can lead to more traveling, and possibly more so than
heterosexual parents with children. LGBTQ+ families are a niche of tourism that has not
had nearly enough research. Gay and lesbian parents decide where to go for family
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vacations based on appropriateness for children, just like heterosexual parents do
(Lucena, et al. 2015).
Lesbians
Gay men and lesbians are also different – almost night and day - when it comes to
travel preferences. Gay men are much more likely to pay more for their tourism
experiences than lesbians. There are many reasons for this, such as the type of
restaurants, concerts, and even gay bars and clubs, that lesbians were much less likely to
attend. Lesbians are more likely to stay at a friend's house when traveling than gay men
who are more likely to get a hotel. Furthermore, when it comes to hotels or
accommodations in general, gay men are more likely to pay high dollar for a fancier
place than lesbians (Community Marketing & Insights 2018).
One study focused on lesbian tourists found they were less likely than their gay
male counterparts and more like heterosexual women and heterosexual families when it
came to travel patterns and motivations. Lesbians were much less interested in going to
places known for gay tourism or gay spaces and more likely to travel to places for
cultural and natural experiences. They were also more likely to travel to family-friendly
places because they were also more likely to have children. Also, unlike their gay male
counterparts, the vast majority of lesbians do not look at sex as a motivator for travel
(Therkelsen et al. 2013). Hughes explains why lesbians might not participate in a gay
space because gay space seems to be more male-dominated and is marketed to them.
Another is that lesbians are more likely to be in a relationship than gay men, giving them
less reason to be at bars or clubs. Last, lesbians make less money than gay men, which
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means they have less disposable income for traveling to gay spaces or spending money
(Hughes 2006).
Lesbians have to be cautious about their travel choices because of their sexual
preference and because they are women. Just like the LGBTQ+ community, women have
a long history of marginalization, discrimination, and abuse. According to Blichfeldt,
Chor, and Milan (2011), lesbians are more concerned with their safety as a woman while
traveling than being a lesbian.
2.10 Motivations, Behaviors & Concerns
LGBTQ+ people have different motivations, behaviors, and concerns from their
heterosexual counterparts when traveling. Clift and Forrest (1999) explain in their article
that one of the biggest travel motivations for gay men is sex. Leaving the constraints of
home life can make them feel relaxed and put them in a situation where sex is likely.
Even gay travel magazines and websites have caught on to this idea and have started
being more sexual with tourism marketing to gay men (Clift & Forrest 1999). Sex as a
motivator leads to sex being a prevalent behavior, and this can come with problems for
communities, as mentioned before. Sexually active gay tourists can even put their health
at risk. Throughout the year, there are hundreds if not thousands of gay male-related party
weeks/weekends where gay men come from all over to relax, socialize, and in many
cases, have sex with other men. Circuit parties, as they are often called, can be hosts for
drug use and unprotected sex, leading to contraction of STIs (Colfax et al. 2001). When it
comes to sex, it can be the motivator, behavior, and even concern, in terms of personal
health.
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Even though sex may be a motivation for some men, Bruce Carolan found that
sexual encounters while traveling may be more limited to men who are just coming out,
and men who are not out with their sexual identity. He also found that gay men were
more interested in the destination's cultural offerings than gay-themed offerings (Carolan
2007). Some LGBTQ+ people may feel the need to be around others with similar
interests to meet friends or possible partners. Nevertheless, LGBTQ+ people are
motivated by the same things that heterosexual people are interested in such as, comfort,
rest, relaxation, and even a chance to enjoy good weather and sunshine (Monterrubio
2009).
Ersoy, Ozer, and Tuzunkan (2012) claim that LGBTQ+ people travel more often
than heterosexual people at various times of the year. When traveling, gay people are
more brand loyal towards companies that are "Gay-friendly" and very responsive to
marketing that uses accepting language. Safety is also a considerable concern when
traveling. Like everyone else, LGBTQ+ people want to be safe wherever they go, but
more so than their heterosexual counterparts, they must be cautious of specific
destinations that could be harmful. In another one of Hughes's articles, he talks about
how LGBTQ+ people avoid places that are known to be intolerant of homosexuality
(Hughes 2002). Safety is one of the basic needs of Maslow's hierarchy of needs. When a
person's basic needs are fulfilled, they work to fulfill higher needs. When an individual's
physical needs, such as food, water and shelter, and safety needs are met, they can then
work on higher needs such as love, belonging, esteem, and self-actualization. The same
concept of Maslow's hierarchy can be recreated in an LGBTQ+ version regarding
tourism, as done by Reshma Khan in his article. His version starts with the need for
33

safety on the bottom because it serves as the most basic need for LGBTQ+ travelers,
followed by Escapism through anonymity, gay-identity acceptance, and gay identity
affirmation. The same idea with Maslow's hierarchy, once the bottom need is meet, the
others can then be met (Khan 2013).
Everybody wants to be comfortable, healthy, and happy, but meeting these
positions or emotions can be different for everyone. Smith and Diekmann (2017), claim
that tourism can be very beneficial to a person's overall wellbeing, and various types of
destinations can affect people in different ways. For example, people who are into more
outdoor activities would enjoy traveling to wilderness or nature destinations. Those who
prefer shopping and being around people may be more likely to go to large cities. When
it comes to LGBTQ+ individuals, location can have specific effects on their overall
wellbeing. Chris Wienke and Gretchen Hill (2013) explore the differences in wellbeing
between LGBTQ+ people living in rural and urban areas. LGBTQ+ individuals living in
rural areas suffer from different challenges than those who live in larger cities but don't
seem too different in terms of overall wellbeing. LGBTQ+ People in rural areas may deal
with homophobia, and lack of social events that can cause unhappiness. In contrast,
individuals in cities may deal with anxiety and depression from not "fitting in" to the
crowd or financial struggles.
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CHAPTER III - METHODOLOGY
3.1 Introduction to Methodology
For this research, a few different methods were chosen to obtain data and
findings. The first method was an exploration of different city tourism websites to see
how and if they market to LGBTQ+ people. The second method was firsthand insight
from the tourism industry by conducting interviews with professionals working in the
field. The last method was to understand younger LGBTQ+ generations tourism and
travel opinions; a focus group was conducted with a mix of LGBTQ+ Millennials and
Gen Z. For each method, detailed notes were hand-written to compare later for common
themes.
A modified version of grounded theory was used to interpret the findings and
relate common themes from the different methods. Grounded theory has gained more
following within qualitative tourism research in recent years. One reason for this could be
because of its distinct design and steps that may look attractive to someone who is still
developing in the research world. This method allows for some creativity, by allowing a
researcher to craft their categories, instead of adhering to strict divisions. Another reason
grounded theory has become more prevalent in tourism research is that it is a more
objective way of conducting qualitative research. The method opens up more possibilities
for theory development on topics that may have limited research or where more current
information is required (Matteucci and Gnoth 2017).
Since the method was formed in the 1960s by Barney Glaser and Anselm Strauss,
it has evolved and changed over time. Many researchers use different versions of
grounded theory to interpret their data, such as "Constructivists." The Constructivists
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version of grounded theory focuses on the interactions of the individuals involved in the
research. The goal is to have a more in-depth perception by getting closer to their data
and understanding feelings, emotions, and other components that can only be observed
through interaction (Charmaz 2006).
For this research, a modified version of constructivist grounded theory was used
to connect common themes from city tourism websites, interviews with tourism
professionals, and focus groups with LGBTQ+ Millennials and Gen Z.
3.2 City Tourism Websites
This research aims to find ways that communities can market successfully to the
new generations’ LGBTQ+ community. What is established or popular LGBTQ+
destinations currently doing to market to LGBTQ+? Are there specific marketing
strategies for Millennials and Gen Z? What motivations and concerns do Millennials and
Gen Z LGBTQ+ have when traveling? One way to explore marketing techniques towards
the LGBTQ+ segment is to see how city tourism websites address them. These tourism
websites can be thought of as an open invitation to the city. As an undergraduate student,
I conducted a small research project where I visited several different city tourism
websites owned by their CVB and explored LGBTQ+ marketing on each site. For this
project, there were two different lists of cities, one with popular LGBTQ+ destinations,
and another list with comparable destinations that were not necessarily known as
LGBTQ+ hotspots. After visiting each website on both lists and recording common
themes and features, I created a spreadsheet of my findings. This spreadsheet highlighted
how each city marketed or did not market LGBTQ+ tourists. Since this was one of my
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first projects where I was the one collecting data, there was room for improvement. The
project proved to be a much-needed learning experience.
Table 3.1 Undergrad City Tourism Website Results

Spread sheet of results from my undergraduate project showing LGBTQ+ information
from different city tourism websites. Created by George Addison Smith
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Nevertheless, there is still useful information that can come from it. For this project, I
will use many of the same processes for exploring each website but will only focus on
cities that are currently marketing to LGBTQ+ people. This information can be used to
compare with interviews with tourism professionals and the focus group on addressing
overall common themes.
Figure 3.1 San Francisco Travel LGBTQ+ Homepage

San Francisco Travel LGBTQ+ Homepage showing political movement, and welcoming
language. Screenshot retrieved from https://www.sftravel.com/lgbt
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3.3 Interviews with Tourism Professionals
Qualitative methods such as interviews allow for typically more opportunity to
collect the human side of data. They do this by better answering the “how” and “why”
questions of research. You can measure poverty rates in some areas of the world by
looking at income data for those areas but would learn nothing about how people survive
on low incomes (Rubin and Rubin 2005). With interviews, personal thoughts, opinions,
experiences, and emotions can be included in the findings.
A portion of this research came from qualitative interviews. I wanted to hear
people's thoughts and opinions working in the tourism industry to see what strategies they
use for marketing to the LGBTQ+ community successfully. To gain interview
participants, I reached out to different tourism organizations in various cities across the
country through email or by phone. The biggest goal was to get interviews with tourism
professionals working in popular LGBTQ+ destinations. I sent them a description of my
project and asked if they were willing to participate in an interview. This process of
getting interviews was not as easy as I thought it would be. Many of the organizations
that I contacted did not respond to my inquiries, and some that did respond would refer
me to someone else that did not respond. The experience proved to me that this type of
qualitative research requires patience and diligence to get the data that you need. Despite
the many who did not respond, however, a few expressed willingness to participate. I
found the best way to lock down an interviewee was to be recommended and introduced
by another interviewee. This was the case for a few of the people I interviewed.
After getting the participants for the interviews, I set a date to video call each
interviewee. During our conversation, I informed them about my project in greater detail
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and got to know the person I interviewed. I then asked several guiding questions about
LGBTQ+ tourism, and marketing to younger generations to help facilitate the
conversation. The guiding questions were as follows:
1) With your experience in tourism, what are the best ways to market to LGBTQ+
tourists?
2) Is there any specific tourism marking towards Millennial and Gen Z LGBTQ+
tourists?
3) What are some of the specific products that your community has, that attract LGBTQ+
tourists?
4) What would you say are the most significant motivations and concerns for LGBTQ+
people who travel?
5) Are there any slogans, phrases, images in tourism marketing that are useful in
attracting LGBTQ+ people? Specifically, LGBTQ+ Millennials and Gen Z?
6) What advice would you give to any community that wants to start marketing to
LGBTQ+ people? Millennials and Gen Z?
7) Where do you see the future of LGBTQ+ tourism marketing going?
8) Any final thoughts on LGBTQ+ tourism?
As the interviews went on, I would write down the significant points of the
conversation. Interviews lasted between 45 minutes to an hour, and after each interview, I
re-assured confidentiality and asked for any other contacts that might be willing to
participate in an interview. I also asked if it would be okay to stay in contact and inform
my project.
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3.4 Focus Group
Another portion of my qualitative empirical research comes from conducting and
moderating a focus group centered around LGBTQ+ tourism and travel. Focus groups are
a type of interview made for small groups to discuss a specific topic. The idea is that the
moderator can pose a topic question, and the participants can begin discussing it. While
the discussion is taking place, the participants may be inspired by or disagree with others.
The moderator will guide the participants, making sure that the conversation remains
civil and controlled. Focus groups with too many participants can get out of control and
are much harder to moderate. It is best to keep focus groups between 3 and 10
participants to remain orderly (Berg 2001).
I decided to make the focus group open to local LGBTQ+ individuals in
Hattiesburg, Mississippi. The best way to gain participants was to reach out to
organizations on and off the University of Southern Mississippi’s campus. The USM
Genders and Sexualities Alliance (GSA) is a school-sponsored organization that provides
supportive and safe social settings for LGBTQ+ people and their friends and supporters.
With my specific topic, it was clear that they would be a cooperative model to help me
recruit participants for the focus group. I reached out to the USM GSA via Facebook and
told them about my project and asked them if they would be willing to help me. They
were very willing to help out, but I had to get approval from their advising staff member
in the Prism office on campus. This approval was mainly to get to know me and
understand my project in general and see if they could participate.
After I got the approval I needed, I joined the USM GSA so that I could become
acquainted with the committee members and the other members of the organization: a
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form of participant observation. Before the focus group took place, I participated in their
meetings every week. I also participated in the allies training that the Prism office has
every semester to help with understanding the LGBTQ+ community and how to become
a stronger ally. During this time, I would coordinate with the head committee member of
the GSA on a specific date, time, and location for the focus group. We decided to have it
during a GSA meeting on Wednesday, November 13, 2019. After setting a date and time
for the focus group, I needed to secure a good location. After discussing with the GSA
committee, we thought it was better to have the focus group at the Spectrum Center,
which is located close to campus. This option was better because it allowed us more
freedom when it came to refreshments and also had a more relaxing and home-like
environment. To have the focus group at the Spectrum Center, we had to get permission
from the center coordinator. Fortunately for me, the GSA has a great relationship with the
Spectrum Center and getting permission to have the focus group there was easy.
The focus group was open to anyone identified within the LGBTQ+ community
and, between 18-30 years of age. I wanted to have a wide variety of participants within
the community to be involved. However, because of the nature of a focus group, there
needed to be a limit on how many people could attend for it to be easily manageable. I
decided to set my goal at 10 participants maximum, and six minimum for the focus group
to be comfortable and orderly.
To get a wide variety of participants for the focus group, I made weekly
announcements at the GSA meetings on campus and created a flyer to post around
campus.
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Figure 3.2 Focus Group Flyer

Created by George Addison Smith

The flyer was simple, and to the point and incorporated everything the
participants needed to know before the event took place. I started with a basic
introduction describing my topic's background, then told them what I was going to do for
my project. I then made clear that the focus group would be voice recorded for my
reference only and that the recording would not be posted on any social media platform. I
also assured them that their confidentiality would be respected, and I would use
pseudonyms in my thesis. I then explained the types of individuals needed, such as
LGBTQ+, age range, and willingness to participate in open discussion. Then I explained
the type of environment, refreshments and gave them my contact information. I printed
off several copies and post them around campus in places that I got permission, as well as
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places off-campus like coffee shops and restaurants near campus. I would also use social
media such as the GSA Facebook page to post the flyer.
On the day of the focus group, I arrived early to set up the chairs in a circular
formation around a table. I also prepared the refreshments on another table for easy
access for all the participants. After the participants arrived, we all gathered around the
table to begin the discussion. I started by introducing myself to those who didn't know me
and my sexual orientation. I then allowed everyone to go around the table and introduce
themselves and include their preferred pronouns, sexual identity, and anything else they
wanted the group to know. After introductions, I started the discussion by explaining how
the focus group would operate. I made sure to tell them that their responses were all valid
and useful and that their identity was confidential and would remain anonymous. I
introduced the topic of LGBTQ+ tourism by discussing past research and the purpose of
my study. For this focus group, I had a series of guiding questions that I would ask,
allowing plenty of time for everyone to voice their opinions and create discussion
amongst the group. The questions were geared toward tourism and solicited personal
opinions. The questions were an instrument mainly to generate conversation about the
topic.
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Figure 3.3 The Spectrum Center

These 4 photos show the facility where the focus group took place. The Spectrum Center
is located in Hattiesburg Mississippi just off campus. The photos were taken by George
Addison Smith.
During the discussion, I paid close attention to any common themes or
connections that came up in conversation. I wanted to be interactive with the group
myself, however, so I recorded the discussion to allow me to go back later and listen
more carefully. After an hour and forty-five minutes, the discussion came to an end, I
thanked everyone for attending and told them to take any of the left-over refreshments
with them.
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3.5 Data Analysis
To analyze my findings, I used a modified version of grounded theory to find and
highlight significant themes. The process consisted of a simple coding system, using
different colors to highlight similar themes and topics. I first wrote out everything
mentioned in the focus group and the interviews in detail. I read through all the written
data and highlighted using different colors for different themes and topics. I started with
the focus group to establish a different color for the different themes. Then, I went
through the interview data and highlighted themes that were similar to those I highlighted
in the focus group. Then I looked through the highlighted data and distinguished the most
significant themes from the findings.
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CHAPTER IV- FINDINGS AND DISCUSSION
4.1 Findings and Discussion Introduction
This chapter combines all the different elements of this research into common
themes. The themes were formed by using a modified version of grounded theory, where
recordings and notes from the focus group, professional interviews, and city tourism
websites were compared and contrasted for similar themes. Three common themes were
found; 1) Target LGBTQ+ Millennials and Gen Z by Identifying Products and other
Motives of Interest. 2) Reach LGBTQ+ Millennials and Gen Z Through Targeted
Tourism Marketing Ads and Information Outlets, and 3) Send a Message of Inclusiveness,
Acceptance, and Safety to Millennials and Gen Z. These findings aim to highlight what
younger generations of LGBTQ+ people are looking for when traveling. Another goal is
to highlight what some tourism communities are currently doing to market to this
segment. This can help tourism professionals and communities who wish to expand this
segment, understand where they are succeeding and where they may need to improve.
4.2 Target LGBTQ+ Millennials and Gen Z by Identifying Products and Other
Motives of Interest.
During the focus group, participants actively expressed various pull factors that
interested them in traveling to a new destination. The attraction of experiencing a new
culture in the U.S. or another country was common among the group. Japan, South
Korea, Spain, and Ireland were places mentioned by different group members as cultural
significance. One group member said that Spain was of interest to him because of the
architecture, language, and LGBTQ+ friendliness. Many group members were motivated
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by architecture, languages, and accents, as well as food. Another member said that one of
the reasons she loves Asian cultures is because of the different foods within the cultures.
Domestically, D.C., New Orleans, and New York were most popular among the
group because of the cultural diversity in those places. One group member says that she
visits New Orleans as often as possible because "There are so many options in the city.
The city never sleeps and has something to do for anyone." Other interests include places
with a specific type of weather, most preferred places with a moderate climate, and places
that had separate four seasons.
Other motives for visiting a particular destination included having access to
different forms of entertainment, events, and areas where they could meet others with
similar interests. A participant from the group said New Orleans is an excellent place to
visit because it has events all year long, and an endless nightlife selection for LGBTQ+
people. Most members of the group were interested in meeting new friends as well as
visiting old ones when they travel. One member of the group stated that she feels
"comfortable" in LGBTQ+ bars and clubs, making it easier to meet people. This aligned
with research on "Gay Space" (Blichfeldt et al. 2013) as a factor that many LGBTQ+
people search for while traveling. The group, in general, was motivated by places that
had an established LGBTQ+ community. Although Gay Space does not hold the same
value for every LGBTQ+ person, many feel that areas with an established community
allow them to meet others in a comfortable environment where they can express
themselves more freely.
During the interviews with tourism professionals, each interviewee spoke about
different products that satisfy these motivations. The professional from New Orleans
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stated that "There is no shortage of things to do in the city." He explained that New
Orleans is known for having its own "gay-themed" version of many holidays and events.
Gay Mardi Gras dates back to when gay activity was still illegal, and gay people were not
allowed to be involved in the mainstream Mardi Gras society. So, they created their
version, which has become very popular among the LGBTQ+ community and
mainstream culture. The New Orleans interviewee went on to mention other events like
"Gay Easter Parade" with its popular Easter bonnet contest, "Gay Halloween," and
"Southern Decadence." He said that Southern Decadence is the largest LGBTQ+ event in
New Orleans that people travel. It has been around for about 40 years and is a weekend of
adult gay men barhopping and hanging out with friends (Southern Decadence 2020)
New York is also not hurting when it comes to LGBTQ+ products or ways to
experience the culture and new people. The New York interviewee confirmed that "it is
important to have a community." When an LGBTQ+ person visits New York, they have a
community to start. He maintained that pride parades and LGBTQ+ bars are not always
the most popular reason people travel to a destination. Still, they can help create a
community that is attractive to LGBTQ+ outsiders. On top of bars and events, New York
City has LGBTQ+ historic sites, such as Stonewall and neighborhoods like Chelsea and
The West Village. Both interviewees say that not all LGBTQ+ travelers are the same, and
many are not just seeking gay-oriented entertainment. Many want to experience other
things outside the "gay scene" like museums, shopping, and other historical sites. Having
a noticeable and thriving gay community can be an invitation to enjoy all the city offers.
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4.3 Reach LGBTQ+ Millennials and Gen Z Though Targeted Tourism Marketing
Ads and Information Outlets
While discussing city tourism websites, some members of the focus group said
they did not think they had ever visited one before. Yet, all members recognized that
social media were the primary outlet for obtaining information about travel. One
participant remarked that "Facebook seems like a reliable source because I get
suggestions often for different LGBTQ+ destinations." All members agreed that they had
experienced some form of LGBTQ+ tourism marketing on Twitter, Facebook, and
Instagram. This topic of target marketing had mixed opinions among the group. One
member said that she felt like she understood why it happens and that it was useful for
knowing where to go and what places were more accepting of LGBTQ+ people. Another
member said that even though these ads come across as accepting of LGBTQ+ people,
there was often room for misrepresentation. Others just claimed that targeted ads could be
"annoying" and a bit worrisome. One member said that "it is scary that they know this
much information about us." Although some had ideas on ways to find travel
information, most did not know exactly where to start.
The interviews with tourism professionals addressed this topic of marketing ads
and tourism information outlets with examples and ideas from their city as well as other
cities they have worked within the past. The New Orleans interviewee said that one of the
main focuses for them was their website. They made sure there are lots of welcoming,
and LGBTQ+ focused content and specific itineraries, bars, clubs, and events geared
towards the LGBTQ+ traveler. New York also echoed this idea of having information or
"Things to do" on websites or other online platforms. This emphasis on tourism websites
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lined up with my past research on such sites. These websites can be an excellent source
for LGBTQ+ Millennials and Gen Z to determine where to go and what to do. City
tourism websites that successfully market to LGBTQ+ people like San Francisco, Seattle,
and Palm Springs have sections for things to do, neighborhoods to visit, historical sites,
popular restaurants, and bars/clubs. These websites also have extensions on different
social media platforms, such as Facebook and Instagram, making it easier to reach
Millennials and Gen Z.
New Orleans and New York emphasized the importance of having and working
with media partners to help get travel information to LGBTQ+ people. Media partners
can be other travel websites, magazines, and online publications. New Orleans mentioned
working with different online and print media partners like Queerty, Pride, Out
Magazine, and The Advocate. They also work with focused lesbian publications such as
Cure, and Autostraddle. The goal is to reach out to everyone within the community, so
having multiple media partners is essential. The New York interviewee talked about his
website and how they created an "editorial calendar as if the website was a magazine."
The editorial calendar included sections like "Cool Neighborhoods" and "Trans-girl
Getaway.
The New York interviewee said: "It is unlikely for a marketing campaign to be as
broad as LGBTQ+." This statement brings attention to the fact that the LGBTQ+
community is not all the same across the board and does not always have the same
motivations, behaviors, and concerns. So, marketing ads and information outlets towards
LGBTQ+ will not be the same. The New York interviewee gave the example of tourism
in Vermont and said that two-thirds of LGBTQ+ visitors to the state are women
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celebrating a life event, such as marriage. So, it is a smart move for Vermont to market to
lesbians in their 40s and up.
Both interviewees from New Orleans and New York use "Activation" and "Out of
Home" techniques to market to LGBTQ+ travelers. Activation can involve setting up a
booth at a Pride event or tourism convention in another city to market their city. The New
Orleans interviewee said that activation is a great way to inform and invite LGBTQ+
people to the city. He has gone to cities like New York and Miami to promote New
Orleans to LGBTQ+ travelers. The interviewee from New York also talked about going
to other cities and setting up booths at different tourism conventions while working with
other cities to promote and learn more about marketing LGBTQ+ tourism. He also said
that "Out of Home" tactics, such as billboards and bus signage in other cities, can be
useful, especially in cities with a more significant LGBTQ+ presence.
4.4 Send a Message of Inclusiveness, Acceptance, and Safety to Millennials and Gen
Z
Arguably the most prominent theme from the focus group was centered around
inclusiveness, acceptance, and safety. Every participant in the group said that they
wanted to travel to a place that is open and accepting of LGBTQ+ people. One of the
participants explained that she would love to visit South Korea because "I feel like the
country is opening up when it comes to LGBTQ+ people. I am a huge anime fan and love
Asian cultures, so I think it would be a great place to visit." Another member said that she
felt exceptionally comfortable in New Orleans. She did not feel like people were staring
at her because she was in the middle of transitioning. One member said that even though
he has not had much experience traveling, he preferred places with an LGBTQ+
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community and an accepting reputation. Another member said that not only does she
want to be in an area that is accepting of LGBTQ+, but also as a woman and a person of
color. This reflected on how they felt about their home state of Mississippi. One member
of the group who identified as a transgender man said that the lack of acceptance for
transgender individuals was a significant push factor to travel to more accepting places
outside Mississippi. He does, however, feel like Hattiesburg is more accepting than other
places in Mississippi.
The topic of openness and acceptance opened up several stories and experiences
where safety was a big concern for most everyone in the group. One group member
recalled a time when he visited New York City with a friend and got verbally harassed on
the subway. He said, "It was scary because we had never experienced such
straightforward harassment like that before. We were concerned about our safety, but
fortunately, verbal threats were all that happened." Another member said that she got
harassed in public for being a lesbian, and a person of color. One of the group's
transgender members said that when he traveled to North Carolina for a school-related
event, he was worried about how he would be treated. At this time, North Carolina was
going through the topic of transgender people and bathrooms, and the political climate in
that state was sensitive on that subject. He said the whole experience of going to the
airport, going through TSA, going to the hotel, and using public bathrooms made him
nervous because of the entire situation. Ultimately many of them were concerned that
some of the verbal altercations or adverse treatment could turn into physical violence.
One member said that the concern for personal safety has also affected her dating life.
She says it is hard to go on dates with someone of the same-sex and not have people stare
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and whisper. She said it makes her nervous because of the uncertainty of what might
happen.
These concerns about acceptance and safety are both real fears, said the
interviewee from New York. He said, "There is a known history of being un-welcome,
and you cannot do this or that, so it is a genuine fear." He also talks about how there are
still places in the world where being LGBTQ+ is criminalized. Both interviewees agree
that LGBTQ+ Millennials and Gen Z are becoming less interested in being placed on a
straight or gay spectrum, which was evident from members of the focus group. Genderneutral identities are becoming more popular among these generations, and the
interviewee from New Orleans said that they could be a target of harassment more than
any other. They agreed that sending a message of inclusiveness and diversity is essential
in making LGBTQ+ people feel welcome and safe. "It is a signifier of progression," said
the New York interviewee. Both interviewees said that marketing to LGBTQ+ people
sends a welcoming invite to them and other minorities because it sends an overall
message of acceptance and inclusion. The interviewee from New York used the example
of Puerto Rico and said that they wanted to be the "Queer capital of the world." He said
that Puerto Rico understood that LGBTQ+ travelers were just as relevant as other
travelers, and marketing to them increased business. While marketing to the LGBTQ+
community, they noticed an increase in People of Color visiting. The New Orleans
interviewee said, "The message of inclusiveness is important because it invites LGBTQ+
family members as well as allies of the community."
There are ways that cities can create a feeling of inclusiveness and acceptance
while also making LGBTQ+ visitors feel safe. With marketing, either on tourism
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websites, magazines, or Out of Home billboards, the interviewees say that having
diversity in their modeling, such as transgender, People of Color, openly gay or lesbian
couples, can help create the right image. The New York interviewee said Puerto Rico
does well in creating this image by using popular influencers of the LGBTQ+ community
in their marketing (Discover Puerto Rico 2020). New Orleans believes that using local
influencers is a great way to create this image while also being more authentic. He used
the example of the ad campaign "One Time in New Orleans" and how his organization
put their spin on it and called it "One Time in New Orleans With Varla Jean Merman."
Varla Jean Merman is a local drag queen in New Orleans who has also become popular
nationally and internationally and has been featured in movies and TV shows. The New
Orleans interviewee also said that when he and his organization travel to other cities to
promote New Orleans tourism, they hand out stickers and beads that say, "Everyone is
welcome in New Orleans." The New York interviewee talked about the hotel company
Marriott and their ad campaign of "Love Travels." He said that it was mostly for social
media and PR, but it did involve fresh videos of transgender individuals and gay or
lesbian couples. He believes that Marriott was not just marketing to transgender people or
gay and lesbian couples, but more so creating an image of inclusion. He says that the
"Love Travels" campaign was beneficial in attracting People of Color and saying that
Marriott is not just a great place to stay, but also a great place to work.
City tourism websites that successfully market to LGBTQ+ people will create the
image of acceptance, inclusion, and safety with their imagery and language. On the
Seattle website, they use lots of imagery such as rainbow flags, couples holding hands,
and People of Color to signify that the city is LGBTQ+ friendly and inclusive to all
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people (Visit Seattle 2020). The San Francisco tourism website does all of the above and
has images that show a political stance on specific LGBTQ+ issues, such as transgender
rights (San Francisco Travel Association 2020). Both websites use welcoming language
such as, "Come see the city that practically invented gay" (San Francisco Travel
Association 2020), and "Seattle welcomes everyone in a city that is safe and friendly to
all" (Visit Seattle 2020). This combination of imagery and welcoming language helps
create an image of acceptance, inclusion, and safety, which is vital to LGBTQ+
Millennials and Gen Z, and those in general.
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CHAPTER V- CONCLUSIONS
Can tourism communities who wish to expand to newer generations of LGBTQ+
travelers market to them successfully? The purpose of this research is to support tourism
professionals' efforts in small cities that want to grow their LGBTQ+ market. The
research presented in this thesis sought to identify specific themes from multiple research
methods to help build a foundation for these tourism communities to begin marketing to
LGBTQ+ people.
The first two methods were used to establish a foundation for my own research by
studying literature related to my topic and exploring city tourism websites. The literature
included the relationship among tourism and geography, tourism niches, LGBTQ+
tourism, LGBTQ+ economic and financial impacts, LGBTQ+ history, and differences
within the LGBTQ+ community. The next method was to see what established tourism
communities were doing in terms of LGBTQ+ marketing. To do this, I observed different
city tourism websites to see how they were marketing to LGBTQ+ people.
The next two methods involved speaking to people to understand their opinions,
experiences, and emotions. One of these methods included personal interviews with
tourism professionals. I recruited these professionals by emailing different city tourism
organizations and setting up video interviews with those willing to participate. The other
method was a focus group that I prepared for and conducted in Hattiesburg MS. This
focus group included LGBTQ+ Millennials and Gen Z and focused on the topic of
tourism.
These research methodologies revealed several themes, or “theories” in the
terminology of grounded theory, regarding the effective tourism marketing for LGBTQ+
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populations. First, the best way to market to LGBTQ+ Millennials and Gen Z is by
identifying products and motives of interest. This is especially important for younger
generations because as generations move forward, interests may change from past
generations. It is essential to stay current on what interests' newer generations. Many
young LGBTQ+ people have motives that are no different from their heterosexual
counterparts. Interests like culture, languages, food, shopping, landscapes, good weather,
and historical sites are inviting to most people in general. However, what sets LGBTQ+
Millennials and Gen Z individuals apart from others in their generation is the need for
gay space. Tourism professionals in cities that already market to LGBTQ+ people are
making sure that they identify products that could be considered of LGBTQ+ interest.
Having these different products can help in the creation of gay space and the
development of a community that is essential to have in the city for those that wish to
experience it. When an LGBTQ+ person comes to a particular destination with an
established LGBTQ+ community, they have a place to start. That being said, it is crucial
to note that gay space or LGBTQ+ related entertainment is not for everyone in this
segment; however, it can serve to invite them to the city and encourage them to enjoy all
the city offers.
The next important theme is reaching LGBTQ+ Millennials and Gen Z through
targeted tourism marketing ads and information outlets. Social media outlets were the
most relevant in finding and becoming aware of LGBTQ+ travel and tourism
information. Most people who use social media can recall experiences with seeing
advertainments related to their individual interests on social media feeds, which is no
different for LGBTQ+ people. On top of the different ads that appear on social media,
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many city tourism websites have extension profiles for their website on social media
platforms to reach out to younger generations even further. From personal experience as a
gay male, I can see lots of different LGBTQ+ related travel marketing approaches on
social media. Since social media has become such an essential element in today's society,
especially among younger generations, it is a vital place to start when tourism marketing
to LGBTQ+ people.
Tourism professionals agree that prioritizing the organization's website is an
essential part of an excellent marketing strategy. Ensure that the site has lots of
welcoming and LGBTQ+ focused content as well as specific itineraries, bars, clubs, and
events geared towards that traveler. Media partners such as paper and online magazines,
publications, and social media is also essential in getting the word out about LGBTQ+
travel information. It is, however, crucial to understand that the LGBTQ+ community is
not the same throughout, and you cannot merely market to them as a whole. It is essential
to understand the specific people within the city that you wish to market to, whether it be
gay men, lesbians, or younger generations of those groups.
"Activation" and "Out of Home" techniques are also valuable in LGBTQ+
tourism marketing. Activation can involve going to another city and marketing your own
city’s tourism at an event. Activation can be an effective way to inform and invite
LGBTQ+ people to the city. Activation puts more of a human element in marketing.
Instead of looking at an ad online, the potential visitor can hear from people who
experience the city face-to-face. It can include going to other cities and setting up booths
at different tourist conventions while working with other cities to promote and learn more
about marketing in LGBTQ+ tourism. "Out of Home" tactics, such as billboards and bus
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signage in other cities, can also be useful, especially in places with a more significant
LGBTQ+ presence.
Young LGBTQ+ individuals give top priority to inclusiveness, acceptance, and
safety. They want to visit places that have a good reputation for favorable LGBTQ+
treatment. Transgender and LGBTQ+ People of Color might have more of a concern for
safety and how they might be perceived in a new place. However, this is not an easy
assumption to make, considering that most everyone wants to be safe wherever they go.
Given the history and current climate about transgender and People of Color, one could
argue that their safety is at more of a risk, and therefore more of a concern. Fear for
safety in the LGBTQ+ community is genuine because there is a history of
unwelcomeness and even violence. LGBTQ+ Millennials and Gen Z are much safer
today expressing themselves than in the past, but these generations are fighting similar
battles and brand-new ones today. They are shaped by the generations that came before
them. LGBTQ+ people in the 1960s and 1970s had less acceptance and more violence
against them. The examples of Stone Wall and the Upstairs Lounge Fire highlight some
of the dark times. Even in modern times, massacres, like the Pulse nightclub shooting,
still make safety a primary concern even in 2020.
LGBTQ+ Millennials and Gen Z are less interested in being placed on a
straight/gay and male/female spectrum. It is essential to send a message of inclusiveness
and diversity because it is a signifier of progressiveness. Having this type of message
attracts not only LGBTQ+ people, but also their families, allies, and other minorities.
Sending this message can be done in different ways, such as photo marketing of diverse
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people in ads as well as positive language and phrases, on websites, social media, and
"Out of Home” marketing.
There were many different connections between the literature that I reviewed and
my findings. In my literature review, I found that heterosexuality is the predominant
sexual orientation and therefore occupies more space, making LGBTQ+ people feel
invisible, stigmatized, and oppressed. This can lead to the need to express their sexuality,
and often the best way to do this is travel. When traveling, LGBTQ+ people may find gay
space in cities or communities with areas that have gay bars, restaurants, cafés,
bookstores, and other places where LGBTQ+ people gather. In these places, LGBTQ+
people can be more open and expressive about their sexuality and feel safe, with no
discrimination. In my focus group, I found that most of the participants wanted to
experience some form of gay space because they found it to be a better environment.
My literature review also pointed out the experiences that LGBTQ+ people may
encounter while traveling. It is well known that LGBTQ+ people can be the victims of
verbal and even physical abuse in any setting. It is crucial to understand that even nonoffensive language or behavior can be offensive to LGBTQ+ people in tourism. Poria
(2006) gave an example of how many of the negative experiences that LGBTQ+ people
had while traveling came from hotel staff. This was something that a few people in my
focus group had experienced themselves. It is especially important for communities who
want to be welcoming to LGBTQ+ people, to have some form of diversity training in
public places like hotels to be sure to treat everyone with respect.
I did not find in my literature review the idea of organizing a committee of local
LGBTQ+ people to help with tourism marketing. This idea was especially crucial among
61

my interviews because it allows the already developed community to inform people of
what is happening in the area. The committee can help create the message needed to
invite others in. These local committee members can be business owners, community
center representatives, pride council members, or any other LGBTQ+ representatives of
the community. Tourism marketers in the area may not be LGBTQ+ and might not know
how or where to begin when it comes to marketing to them. Having a committee of locals
can be one of the most reliable sources in building a marketing strategy for that segment.
Some of my research strengths are the combination of my literature review and
my own personal data collection from interviews and a focus group. The literature review
for this thesis provides foundational knowledge about tourism in general and LGBTQ+
people, such as demographics, economic and financial impact, history, motivations,
behaviors and concerns, and differences within the LGBTQ+ community. All of this is
essential to know for a city that is just beginning to market to them. The interviews and
focus group methods help provide a more humanistic side of research because they allow
for real thoughts and opinions as well as human emotions, which is essential in this type
of qualitative research. The themes that I constructed from both the literature and findings
can be a valuable resource for any community that wants to begin marketing to LGBTQ+
people.
I believe that this research can also be beneficial for the LGBTQ+ community
from a social standpoint. It is no secret that LGBTQ+ people have had a history of
marginalization in this country. From my focus group and personal experience, it is safe
to say that even though it has gotten better in recent decades, homophobia is still an issue.
It is possible that genuine and careful tourism marketing to LGBTQ+ people can help
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create a more inclusive image and translate to a better environment. This type of
marketing can give LGBTQ+ people a sense of worth while also promoting tolerance and
acceptance. LGBTQ+ tourism marketing can help create a better image for them and
other marginalized people, such as People of Color LGBTQ+ tourism marketing is a
signifier of progressiveness.
This thesis is not definitive regarding LGBTQ+ tourism, but it does set a
foundation for LGBTQ+ tourism and further research on the subject. I look at my thesis
as a valuable first step in my career as a tourism geographer. The themes that I have
outlined will hopefully inspire others and myself to take this research further. More
interviews with tourism professionals from a broader range of destinations can give more
incite. More focus groups that include Millennials and Gen Z from different geographic
locations can help ensure more accuracy in the findings. Personally, I learned that
rigorous qualitative research is demanding and challenging, but also rewarding in terms
of the depth of information that can be collected.
The need for gay space is something that needs to be researched more. Many
people in my focus group still wanted to experience places that would be considered gay
space; however, my group was only limited to LGBTQ+ people in the south. Do places
with less acceptance have more LGBTQ+ people who seek gay space? With acceptance
rising in the U.S., is the need for gay space becoming less desirable?
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